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ABSTRACT:
Problem
Social media is growing rapidly. Many companies jump into the social
media pool without first doing proper research. These companies can
quickly create and distribute conflicting messages, confusing their target
audience, driving away profit.
Purpose
The purpose was to find how brands use social media to create
authenticity-meaning,
a consistent image akin to the image projected by
the brand before joining the social media space.
Scope
This research includes how companies are using Facebook and Twitter for
creating authenticity. This research does not include near-defunct media
(MySpace) or minor social media (Orkut, Bebo, etc.).
Research Methods
I interviewed industry professionals to learn how they use social media. I
also looked into companies currently using social media. I monitored their
usage of Facebook and Twitter.
Major Findings
First, a company should have a solid brand before beginning in the online
space. Second, the social media manager must have a strong knowledge
of the brand. Third, a company must be prepared for dealing with negative
feedback. Fourth, a company may have to engage reputation
management to recover from extreme negative feedback.
Conclusions
It is imperative that brands and companies work to achieve and maintain
authenticity, through honest and consistent content.
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Abstract
Problem

Social media has been growing rapidly in recent years. Upon seeing this, many companies
jump into the social media pool without first doing their proper research. As a result, these
companies can very quickly create and distribute conflicting messages that only serve to
confuse their target audience, driving away sales and profit.
Purpose

The purpose of this research was to find how a company or brand could use social media to
create authenticity-meaning,
a consistent image that is akin to the image projected by the
company or brand before joining the social media space. Within this research, I also looked
into current companies that are using social media and whether social media is being used
well or not.
Scope

This research will include how companies are currently using Facebook and Twitter for
creating authenticity. In the interviews with industry professionals, I also discussed
Linkedln as a social media that companies can use. My research does not include neardefunct social media, such as MySpace, or minor social media channels, such as Tumblr,
Orkut, and Bebo. While these sites may have or may have had a place in the corporate
social media space, they are not the mainstream channels for corporate social media.
Research Methods

To begin my research, I interviewed industry professionals to learn how their companies
are using social media to their advantage. I continued the research by looking into
companies that are currently using social media. I monitored their usage of Facebook and
Twitter, keeping tabs on the number of posts, replies, and followers.
Major Findings

After researching the current industry trends by both meeting with industry professionals
and monitoring social media action, major findings presented themselves. To begin, a
company should have a solid brand before it begins marketing in the online space. Being
sure of the message allows the company to streamline its message into a consistent,
cohesive image.
Similarly, it is important for the social media manager to have a strong knowledge of the
company. Whether the social media management is done in-house or outsourced, the
managers must make the effort to learn all that they can about the company.
In addition to company knowledge, a company must be prepared for dealing with negative
feedback. This comes through both guidelines for responding to negative feedback and
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social media policies to regulate how the positive brand images are presented to the public
social media space.
Similarly, a company may have to resort to reputation management in order to recover
from extreme negative feedback. Reputation management allows the company to promote
its positive brand image to the point where it overshadows the negative image that may
have permeated the web and social media space.
Conclusions

In the current online atmosphere, it is imperative that brands and companies work to
achieve and maintain authenticity, through honest and consistent content. By learning from
the success and failures of current companies, future companies can work to achieve
authenticity more quickly.
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Introduction
From December 2006 to July 2010, the number of active users on Facebook increased from
12 million users to more than 500 millions users-an astronomical increase of more than
4100%, according to Facebook's Company Timeline (2011). Facebook users spend more
than 700 billion minutes on the site every month, as noted by Facebook's Statistics (2011).
Similar to Facebook, as of September 2010, Twitter had more than 175 million users,
composing more than 95 million tweets per day, stated by Twitter's About Twitter (2011).
As Facebook and Twitter continue to build mass and momentum, one can expect the
numbers of users to continue to increase. Both Facebook and Twitter can be accessed on
nearly every smartphone; including the iPhone 4, most Android devices, and nearly all
Blackberry mobile devices.
As a result of this surge in active usership and constant accessibility, many companies are
putting up Facebook pages and establishing Twitter accounts to communicate with
customers. Jef Henderson, the Web Director for Fox Valley Technologies, went so far as to
state that many companies are creating Facebook pages before they establish their own
website. He said: "Alot of people will go the route of social media before they even have
their own website" 0. Henderson, personal communication, March 10, 2011).
The Problem of Authenticity
The issue arrives when considering Facebook, Twitter, and other social media channels as a
new way to communicate and interact with customers. If a business enacts these methods
flippantly and without regulation, the company can easily put out messages that conflict
with the company's established brand. Because of this danger, companies musttake great
care to ensure that they are presenting a consistent, authentic brand image to the
consumer.
Research Methods
To understand creating authenticity through social media, I spoke with multiple industry
representatives on their social media usage. I also analyzed Facebook and Twitter pages of
a handful of companies. This information allowed me to find a more optimal way to use
social media in marketing.
Interviews
In order to understand the current best practices for social media authenticity, I
spoke with three industry representatives from social media. At Fox Valley
Technologies, I spoke with Jason Rader and Ief Henderson. At McDonald's, I spoke
with Curtis Batterton. Each discussion lasted about an hour.
Online research
I monitored numerous Facebook and Twitter pages, logging the number of posts,
mentions, and replies over a period of one month, from February 21,2011, to March
20,2011.

Social Media Authenticity
The companies I monitored were:
•
•
•

Dell
McDonald's
Starbucks

For these companies, I monitored their interaction with customers and how they
worked to maintain consistency within the brand.
Overall, these research methods allowed me to gain better understanding of how a
company can use social media to create an authentic online presence for the brand or
company.
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Research
To begin, I established the definition and aim of authenticity in social media. By confirming
this definition, I was able to connect it to the current industry situation.
Defining Authenticity

Authenticity, according to Merriam-Webster, is defined as: "made or done the same way as
the original" (Authentic, 2011) or "true to one's own personality, spirit, or character"
(Authentic, 2011). Applying these definitions to the digital, online, and social media space,
one can assume that authenticity is displayed when a company demonstrates a consistent
message in both the off- and on-line spaces. Similarly, in accordance with authenticity, the
online messages should fit within the voice, brand, or image that has been established by
the company or corporation. Authenticity is also demonstrated by having a real voice
within the online space. This simply means that a company should use direct online contact
with contacts and prospective customers, rather than attempt to subvert them and use
unethical means to drive traffic and sales.
In addition to establishing the grounds of authenticity, I assessed the current industry
trends by conducting interviews with industry professionals and conducted online
research.
Interviews

I conducted interviews with [ef Henderson and Jason Rader of Fox Valley Technologies and
Curtis Batterton of McDonald's. Being in industry, these professionals gave me great insight
into how social media is currently being used to create and manage a consistent, authentic
brand image.
Fox Valley Technologies

I met with [ef Henderson, Web Director, and Jason Rader, Vice President of Sales, on
March 10, 2011, at their company, Fox Valley Technologies. The entire interview can
be found in Appendix A. Fox Valley Technologies is a company that works to create
and manage the online presence for their clients. The company performs a wide
array of tasks for clients including, creating websites, branding, and maintaining the
client's social media presence. The meeting was held to discuss the current industry
trends and how the company uses social media and online tools to create
authenticity for its clients.
Mciionald's

I met with Curtis Batterton, an IT Strategy Research Analyst for McDonald's
Corporation, on March 4,2011. The entire interview can be found in Appendix B.
Batterton works on the high-level strategy at McDonald's Corporation and, as such,
was able to give me an overview of how McDonald's Corporation handles its
approach to social media and online presence.
Current Companies
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In addition to discussing current industry trends, I monitored the actions of some company
currently using social media.
Dell

I closely monitored Dell's Facebook account to see how they conducted the
conversation and if achieved authenticity. Dell took action to respond to about two
percent of Facebook comments. This percentage may seem low, but it's not
reasonable for a company to respond to every user comment. I also monitored Dell's
Twitter action. Much of Dell's tweets are responses to customers, showing that the
conversation is stronger on Twitter. Overall, Dell is doing a great job of working
toward authenticity in the social media space.
McDonald's Corporation

On Facebook, McDonald's Corporation is not yet stepping fully into the
conversation. They do not have an open Facebook Wall, but they do allow users to
comment on the McDonald's Corporation-authored posts. This can mostly be
attributed to McDonald's Corporation's not wanting to relinquish control of the
brand and company image (c. Batterton, personal communication, March 4,2011).
On Twitter, however, McDonald's Corporation is making a much greater effort to
engage in the conversation. More than 44% of McDonald's Corporation's tweets are
in response to user tweets. This shows that they are working toward building
community and working to take part in the conversation, but still have a way to go
before becoming an industry.
Starbucks

Starbucks makes great efforts in the social media space. On Facebook, Starbucks
keeps an open Facebook Wall that allows customers to engage the company in a
conversation. This openness allows them to more readily achieve authenticity.
Similarly, on Twitter, more than 68% of Starbucks' tweets are in response to other
users' tweets. This shows that Starbucks is being engaged in the conversation at a
higher rate than most companies or brands. This strong feedback from companies
on both Facebook and Twitter allows customers and users to have a stronger voice
in the image of the company.
Overall, one sees that the current industry is trending towards stronger conversation,
leading to more authenticity. By engaging the conversation, brands and companies allow
customers and users to be part of the experience, building the brand and allowing the
company more opportunities to distribute a consistent positive brand image.
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Major Findings
Branding Early

An important part of authenticity through social media is having a solid and established
brand or company image before joining the online space. Knowing what the company
represents allows it to accurately and consistently provide that information to the online
users. According to Lon Safko (2010), the author of The Social Media Bible, a company or
brand should ask itself the following questions:
•
•
•

"What persona are you or your company portraying?"
"What is your message?"
"What is your style?" (2010)

Asking these types of questions before beginning the online marketing campaign allows the
company or brand to have a sure footing when they step into the online space.
If these questions don't have clear answers upon entering the Internet marketing space,
then the company is almost certainly going to deliver conflicting messages, personas, and
styles. These merely serve to befuddle the consumer, leading to lost interactions and sales.
Safko (2010) continues by stating that if a company is not "Authentic, Transparent, and
Sincere" then that company "will get flamed" (2010). He goes on to state that, once a
participant in the online space, a company or brand must focus on "listening, participating,
and being trusted" (2010). Taking these actions will gain the loyalty and trust of the online
user, leading them to be more inclined to click through to the company site or make a
purchase.
If these important questions are not asked early on-ot they are asked, but have no certain
answers-then
the online efforts will likely backfire by resulting in conflicting messages.
Mr. Rader and Mr. Henderson (personal communication, March 10,2011) of Fox Valley
Technologies work to combat this dilemma by first providing their clients with a graphical
profile. This graphical profile includes the company mission statement and a couple
paragraphs detailing the message that will be portrayed on behalf of the company. The
graphical profile also includes visual elements, such as a logotype and colors, typeface
options, business card layouts and dimensions, letterhead measurements and design, and
envelope layouts and design. The company representatives also approve the graphical
profile before it is distributed by Fox Valley Technologies. The entire graphical profile
creation process takes place before the company begins working with Fox Valley
Technologies.
By putting this graphical profile in the hands of the company-along with firm guidelines
regarding its adherence-Fox Valley Technologies ensures that the messages they put into
the online space will not conflict with what the company is saying offline. The graphical
profile allows them to match up the messages and provide the customers with an authentic,
consistent message 0. Henderson & J. Rader, personal communication, March 10, 2011).
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Company Knowledge

In addition to having a firm brand image before beginning an online campaign, a company
can better achieve authenticity through mere company knowledge. If the person or team
conducting the social media and online marketing campaign does not have an in-depth
knowledge of the company and its mission, then it is likely that they won't achieve
authenticity.
When the social media campaign is outsourced to a company such as Fox Valley
Technologies 0. Henderson & J. Rader, personal communication, March 10, 2011), it
becomes the task of the company to learn as much as they can about the client and the
client's company. When a prospective client approaches Fox Valley Technologies about
becoming a client, the team sets up a meeting to discuss the business with the client. This
meeting allows the team to learn everything that they can about the company. [ef
Henderson of Fox Valley Technologies stated, "It starts in trying to absorb everything you
can and to put yourself in their shoes. [...] So, the majority of the time you spend initially is
just getting to know them, their personality, the way they run their business" (2011). By
taking this action at the beginning of the process, the team at Fox Valley Technologies can
ensure that the messages they create for the social media campaign are in line with the
mission and goals of the company as a whole.
The learning process is not nearly as difficult when the social media campaign is conducted
in-house. As Mr. Batterton (2011) of McDonald's Corporation discussed, McDonald's
Corporation is continuing to expand their social media efforts. By recently appointing a
Director of Social Media, they have solidified that it is a viable option for their marketing
strategy (personal communication, March 4, 2011). By keeping the strategy in-house,
McDonald's Corporation is able to make use of the vast knowledge held by employees,
rather than have to attempt to train and guide the effort were it outsourced.
Handling Negative Feedback

It is of vital importance to have a strategy for dealing with negative brand or company
feedback on social media. According to Leland Harden and Bob Heyman (2009), authors of
Digital Engagement:

Internet Marketing that Captures Customers and Builds Brand Loyalty,

negative feedback is nearly inevitable. Nonetheless, Harden and Heyman (2009) state that
a company should "listen and learn from the conversation" (2009). From this, the company
can become involved and display to the other online customers that the company is willing
to take part in civil discussion, rather than simply remove any negative feedback (2009).
Harden and Heyman (2009) also suggest that a company should keep staff members onhand to monitor the negative conversation taking place online with regards to the brand or
company. These staff members can take the negative feedback and use that knowledge to
prevent such outbreaks in the future. Similarly, the staff members can monitor the online
conversation and use that to assist in adjusting the message (2009).
Reputation

Management

It cannot be ensured that negative feedback can be reigned in. Sometimes the
conversation can get out of hand and the brand or company image becomes
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tarnished. With an influx of negative press online, it is easy for the company or
brand's public relations material to get lost. Reputation management is used to help
overcome these negative images. [ef Henderson (2011) stated, "Besides SEOand
social media, the third biggest thing that's going on right now [is] reputation
management" (personal communication, March 10, 2011). Reputation management
is vital because if a negative brand image is filling the online space, then it will affect
click throughs and sales.
Vanessa Fox (2010), author of Marketing in the Age of Gooqle, states that "positive
mentions throughout the Web via social media sites, press, and other avenues"
(2010) can assist a company in maintaining its reputation. By producing an influx of
positive conversation and public relations, a brand can diminish the impact and
visibility of the negative feedback.
There are also companies that specialize in reputation management, according to [ef
Henderson and Jason Rader (2010). For a fee, these companies will work to drown
out the negative feedback online by releasing positive press onto the web (personal
communication, March 10, 2011).
Overall, handling negative feedback should be done with care. Guidelines should be put in
place for how to handle negative feedback-whether
the social media management is done
in-house or outsourced. Curtis Batterton (2011) of McDonald's Corporation stated that, by
having a set of social media guidelines, the company can ensure that "the message is still
controlled, but [the franchisee or owner-operator] get[s] to reply in real time" (personal
communication, March 4, 2010). Without these guidelines and scripts in place, the
franchisee or owner-operator would have to submit any tweets or social media postings to
the McDonald's Corporation's public relations and legal teams for authorization. This
process of approval could take up to two weeks, leaving the franchisee without any
corporate-approved way to respond to festering negative feedback and conversation online
(c. Batterton, personal communication, March 4,2011).
Future

0/ Authenticity

For companies that want to achieve authenticity in social media, honesty is essential. Curtis
Batterton (2011) of McDonald's Corporation stated,
A company has to be consistent in everything it does. That's the first step. The
reason for that is: you can't have a consistent message unless you're just genuine.
The truth is always the truth. So, if you're always telling the truth, then you don't
have an inconsistent message (personal communication, March 4,2011).
By ensuring that the message is honest, a company can avoid the embarrassment of having
to do damage control. In 2006, Walmart faced the repercussions of dishonesty in the online
space. Walmart's PR firm, Edelman, generated content for two blogs praising Walmart but
passed it off as though the blogs were written by unbiased third. When it was discovered
that the content was not from an independent source, Walmart was forced to own up to
misleading the readers and take action to recover from the debacle (PRfirm admits, 2006).
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Shama Hyder Kabani (2010), the author of The Zen of Social Media Marketing, states, "Social
media is very much about transparency" (2010). When a company can be honest and
transparent with its users, then they will not have to fret over whether they will achieve
authenticity.
In addition to honesty and transparency, a company must be willing to engage in the
conversation in order to achieve authenticity. If the social media campaign is one-sided,
then the medium has become no different than a billboard or pamphlet. Curtis Batterton of
McDonald's Corporation stated that ifthe online conversation is not enabled then "it's not
really social media anymore. It's just another vehicle of push advertising" (personal
communication, March 4, 2011). By allowing the consumers to respond and be responded
to, the company can create a stronger loyalty among consumers. When the conversation is
enabled, then both parties are better off.
Currently, McDonald's Corporation is minimizing the conversation when it comes to
Facebook. By eliminating the option for users to write original posts on their Facebook
Wall, McDonald's Corporation confines the user to commenting on posts that McDonald's
Corporation initiates. It is working to control the conversation. By monitoring McDonald's
Corporation's Facebook Wall from February 21, 2011, to March 20,2011, one can see that
each of McDonald's Corporation's posts has an average of 238 user comments. Even with
all this customer feedback, McDonald's Corporation does not step in and respond to the
user comments-even though a significant number of them are negatively-valenced.
Avoiding this conversation can be attributed to McDonald's Corporation's want to not be
the innovator. They would rather learn from others mistakes before entering the social
media space at full force (c. Batterton, personal communication, March 4,2011).
Monitoring McDonald's Corporation's Twitter feed during this same time frame, one can
see that about 44% of its tweets are in response to tweets from other users. According to
these numbers, one sees that McDonald's is engaging in the conversation when it comes to
Twitter.
By avoiding the conversation, a company can maintain a consistent brand image, but the
image will not likely be a good one. The customer base can be influenced by other messages
and the brand can become tarnished. For this reason, McDonald's Corporation could
benefit from being part of the conversation on Facebook. Authenticity comes through a
combination of consistency and conversation. McDonald's Corporation is not completing
the equation at this point. This can likely be attributed to McDonald's Corporation's
conscious decision not to be "bleeding edge" or "cutting edge" (C. Batterton, personal
communication, March 4,2011). Because oftheir size, McDonald's Corporation would
rather learn from the mistakes of others, as its mistakes would be on such a scale that a
failure could cost the bottom line a great deal.
Dell is also active in the social media space online. On its Facebook page, Dell makes an
effort to engage in the conversation. Dell replies to about two percent of comments from
users. Many of these comments contain negative sentiment. Dell takes the action to work
with the negative commenters and respond in a way that will build loyalty among other
users. By responding, they also can work to put out positive messages. Similarly, Dell takes
an active role in the commentary using Twitter. Much of Dell's Twitter feed can be
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attributed to replies to customers' comments. They also retweet many tweets from
industry professionals and other Dell employees. By doing this, Dell continues to build
community and allow a conversation to happen.
Finally, Starbucks takes a very active role in the social media space. On Facebook, Starbucks
has an open Wall. This allows any Facebook users to post what they want in a publiclyviewable space. By allowing this, Starbucks is implementing a vital part of authenticity:
transparency. Starbucks allows comments and posts, thus giving users the space to both
praise and reprimand the company. The positive posts and comments can work to build a
more positive brand image. On the contrary, negative posts allow Starbucks to step in and
counter the negative feedback with a more positive image of the company. Starbucks can
focus the conversation on social efforts or the quality of its products.
On Twitter, Starbucks also takes a conversational effort. More than half of Starbucks'
tweets are responses to other users' tweets. Having this contact with customers allows
Starbucks to continue to push out the positive brand and company image.
There is not a direct correlation between the number of fans and how willing the company
is to engage in the conversation. It must also be noted, however, that these companies are
not relying solely on these media to interact with customers. Many companies make use of
corporate blogs, Foursquare, YouTube, and other social media. It is important for
companies to maintain a consistent message, regardless of the channel on which that
message is being dispersed.
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Appendix A
Transcript of interview with Jason Rader and lef Henderson on March 10,2011

Jason Rader: I'm the vice president and [ef directs all the web business. We outsource a lot.
Right now we're moving all of our corporate branding to under a new company. So, we're
going to have, instead of having a couple different divisions, we'll have it all under The
Marketing Group. The name of our company will be The Marketing Group based here in
Batavia. We have the domain, TheMarketingGroup online, as well.
Damon: As vice president, what is it that you do within your position?
JR: Right now, [the company] has her hand dipped into many different things. There's the
whole travel division and there is now the marketing online division that's branched offto
itself. There is inside sales division. So, I oversee all three of those in terms of marketing
and sales. And then we have operation people that cover the operations stuff.
D: And how long have you been here?
JR: I've been here for the last five years.
D: What was your path to your current position?
JR: It was actually pretty interesting. I was a marketing major at Milikin University and then
I ended up working Admissions and got a job right out for Milikin as assistant baseball
coach. Then I ended up meeting the owner of the company and getting an entry-level
marketing job. I was sick of making DECATURED?hours up here, trying to live in Chicago. I
moved up here and just kind of worked my way up.
D: [ef what is it that you do as web director?
JH: I'm in charge of all the outsourcing, in charge of the projects, also for in-house printing,
corporate branding, most of the marketing. I work with Jason on that. I came from a
background of a company in florida about 10 years ago. We came up with a search engine
for condos with RCIand the owner here was interested then and I've been with her ever
since. Other than that, I've worked on three different surf-check websites. I was heavy into,
back in '94 when it was still kind of in its infancy and people still had bought modems to
check streaming video of surfing and to check the waves in the morning. And then from
there I got into the condo-timeshare and developing websites. That's what brought me up
here with the travel industry.
D: Has the business here always been the interactive, online stuff? Or did it grow to this?
JR:Actually, the main business-the owner has a travel agency. So marketing to individual
consumers and also members that they acquired. There was so many things that were
needed from the web standpoint that they outsourced it and hired a group in Florida that
Jef was a part of and eventually they became part of our company and moved them up
here-although
he doesn't really like surfing Lake Michigan. But they moved them up here
and it just became its own monster, really, and it branched off to the point now that we
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have a whole online division, that we're taking on outside clients, and we're just really now
starting to pick up the marketing to go after businesses as well as people that want
websites for their own personal things. We have everything from a tattoo parlor to not-forprofit organizations in the Dominican Republic.
JH: Just to add to that: the evolution from when we originally started working-particularly
in the travel industry-was, in the old days, the amount of money being funded for creating
videos online for the travel network and commercials, that type of thing to now you can
just post the same type of video to YouTube and get it out to a million people for pennies
compared to the old days when it was tens of thousands of dollars in order to put in the
production and then, of course, the advertising costs.
D: With the clients that you deal with, how much of that is doing social media for them?
JH: Fiveyears ago? Five percent. Nowadays? Five-hundred percent. A lot of people will go
the route of social media before they even have their own website. It's funny to talk to
people that won't even have a business card, but they can tell you their Facebook page. It's
been pretty much a prerequisite, it's a must nowadays. Pretty much from every standpoint.
Every industry's pretty much taken hold and realized the importance of it. And it's, without
a doubt by far, the most powerful thing that's out there right now as far as getting the word
out without having to spend a lot of money.
JR:We've had people create Facebook pages for ideas before they even have a company. So,
I mean, they're trying to gauge interest.
D: When you're working with a client on social media, is it usually that they come in with a
lot of ideas or do you do a lot of consulting, saying, "Here's what you should do"?
JH: I'd say it's fifty-fifty. Right now, out of the client base we have, it's square down the
middle. About half of them know whatthey wanted to accomplish and they've already kind
of started that and done it. They may have already seen the movie, The Social Network. I'd
say it's fifty-fifty. The rest of them, you have to kind of hold their hand; get things started.
What we normally do is we ask them what company, brand, or what name they want to go
off of. Some people want to use their name; some people want to use a company. Then we
go the route of either a personal page or a corporate page. From there, we normally put in
the basic fundamentals of setting up their wall, setting up their blogs, interlinking between
all-there's like 50 or 60 major social sites, like Digg.And of course we stick with the major
three. In the last year or two, you've probably seen MySpace kind of fall off the map a little
bit. But Facebook continues to rise above, continues to grow. It's becoming probably the
first thing out of the mouth of every client: "I need to get my Facebook page up." That's
usually right offthe bat-before they even need a logo.
JR: Especially smaller businesses, more so. More corporate businesses first jump on
LinkedIn and the smaller businesses tend to go the route of Facebook. It's easy. They
probably have one for their personal. It's always funny, too, to see the difference in clients.
Some people come and the skies the limit; they know everything they want and know
exactly how to do Facebook pages. And some people don't even own a computer. So it
really varies.
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D: When you work on a Facebook page for a client, are you setting it up and then handing it
to them with some guidelines or do you-?
JR: It depends on the client, and we have different packages. We do offer that somebody can
help maintain it. WE offer a monthly package in which we would help maintain it for so
many hours. They can buy hours for us to maintain it. Some people prefer that we say,
"Here you go," and they prefer to do it all on their own. It depends on what the client needs
and, again, how much they really know.
JH: If they're throwing the money into SEO,then we already have somebody that's going to
do the content writing, press releases, submitting to search engines. We create the articles
on the blogs for them and that person also then maintains their social status up until the
point where the SEOis completed. Then, if the client has the skillset, they take it over.
Otherwise, they continue to pay on a monthly basis, based on the need-if we're pushing
the business and the traffic to their sites.
D: How many people do you have in-house that work to maintain the site?
JR:As part of their job, there are three people in-house. Keep in mind, we outsource a lot of
stuff. But there's three people that would touch base and we might assign certain accounts
to. When it's profitable, we outsource as much as we can just because that's the biggest
profit margin.
JH: Unfortunately, in this economy, we seem to be throwing a lot of money into other
countries. Ninety-five percent of our outsource-subcontractors
and those that I work with
on a day-to-day basis-we utilize Skype-it's more important than any type of phone or
email-and they're all in India.
JR: The difference between us and a lot of companies is that you're dealing with us. We
have account managers, so you're never going to talk overseas. You're never going to have
to worry about, from an outsource standpoint, most people just straightup outsourse and
you're talking to many different people. We have an account manager that you're going to
deal with. You're going to talk with a sales manager that's going to close the deal and then
you're going to talk to an account manager. The account manager will hold everything and
on top of it, because we have the graphic design stuff in-house, a lot ofthe stuff that is
outsourced is done on the back end. We're going to have our look and feel, the custom part
of our sites. We're going to go in afterwards, do a couple things on the front page so it's
always a custom site. It's not a template. You're not going to see our site-there's actually a
company that rents from us in here that does similar web design that everything's a
template. Boom. Here it is. That would be the difference with us.
D: When you're maintaining their social media, how do you keep a consistent brand
message because you're not a part of their company? How do you work to be sure what
you're putting on their Facebook page is consistent in creating that authentic brand with
them?
JH: It starts in trying to absorb everything you can and to put yourself in their shoes. I think
the success we've had-or at least for myself-is that you try to take on the role that you're
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taking it very personal. So, the majority of the time you spend initially is just getting to
know them, their personality, the way they run their business. Everybody's got different
quirky things that may come off wrong to some people, but it may be their biggest facet?
We have some clientele that are very detail-oriented. And then we have others who rely on
us to be the detail-oriented person. So, we try to start off by creating a graphical profile and
the graphical profile is their logo, their letterhead, their mission statement. It's a paragraph
or two that describes the company. We provide all of this and we put it together so that, not
only is everyone on the same page, but as we go forward we have our own guidelines. And
this graphical profile and the corporate branding has specific guidelines: slogans that we
can use; if you're going to send out letterhead for this person, everything is detailed as far
as how they do their communication or how you do it for them. And if they go with a
different company, we allow them to take this on a CD,a whole graphical profile that they
can take anywhere, to any print company, and it has exact specific for any type of media or
medium that would require printing or posting anything online to represent that company.
Some people take it very serious. Others just throw it together on a whim. But the big
companies will pay up front for a really good graphical profile and then they have that for
life, basically. We probably could supply one, as a sample or something. Maybe email you
and say, "This is what a graphical profile looks like."
D: Yeah, that'd be great. You mentioned the guidelines that you have with that: how did you
come up with those? Is that just trial and error or just jumping in?
JH: Again, it goes back to the owner of the business or the person that comes to us. It's not
an exact science. We have some care-free, fun type of clients and then we have some really
by-the-book, straightedge ones. The straightedge, by-the-book clients: we stick with that
graphical profile. We stick with specific wording for them. We have content writers that are
geared toward that type of client and then we've got fun, outlandish, creative writers for
our other clients-like the tattoo artist who's also a model on the side-compared to a
gentleman who runs a trucking company. There isn't really a set of rules or guidelines we
can chose from, but over time you learn to create the same ones and you can reuse them for
different clients. We try to specify to the client initially that we are going to follow these
rules for you and whenever we represent you, this is what you can see. This is what you're
going to rely on seeing: quality work, consistent work, and nothing outside the box. And
then we're going to have other people that say, "Just do everything outside the box." Create
a buzz, basically. You know, make up stuff. Make up a testimonial. It's different. It depends
on who you talk to.
D: Say the tattoo artist that you work with; if you're maintaining their Facebook page and
there are negative comments that come on there, do you have guidelines set up to react to
that or do you go through the client to react to those?
JR: They vary on the client, but mostly depending on how negative. Mostly, it's just take it
off. If it's just something that we can provide constructive criticism back and we can use it
to help market them, then perhaps we'll leave it on and there'd be an answer from an
administrator or whoever supports the page. Some people don't want anything negative on
here and some people want to answer it. Some people want to be kind of combative in it so
that they can prove their critics wrong.
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JH: We lock down, usually, some clients' blogs for comments. Jason himself gets a lot of the
comments that are posted to a lot of the blogs for the corporation-our
corporation here.
Before those are actually live, he has to go in and either delete them or can actually have
them posted onJR: It has been amazing though what we've found: the people that it's not necessarily a
negative thing, it's just they're trying to advertise. They just go through you and it will be
something about Viagra or something like that or I love your site and it will be them trying
to push their site. The comments, I'm sure, are just standard. They go to as many sites as
they can and do things like that or perhaps viruses and things like that. It's been amazing
how much junk we get that has nothing to do, they have no idea who we are, we have no
idea what they are.
JH: So, if you've used a Wordpress site or Joomla! or something like that, you can actually
lock it down. We all know Facebook walls can be opened if you have it that way; you can
also lock those down. I think the rule of thumb that to me, I think, is always a bonus, is to
see somebody come back with a positive comment or a reply after a negative comment. I
think it actually shows more validity towards that person or the company and we always
try to tell our clients-because we actually have a woman, Lauren, who helps out with
things like that. She's very easy to talk to and it translates to the web, too, when she types.
Kill it with kindness, I guess would be the rule.
D: I think with-just from class discussion and things, we've kind of decided that when a
comment is simply deleted without response, it's almost worse than trying to deal with it
and it doesn't turn out so well.
JH: I agree.
D: Do you have tips like this that you pass on to the client if they're dealing with their
ownJR: The vulgar stuff, obviously, you just don't want to be associated withJH: That's the breaking point. Everything else can normally be handled and we've seen
reactive situations become volatile, but with the correct wording and if you keep trying to
please somebody, eventually they'll have their breaking point. You can always make
everybody happy.
JR: And sometimes you do see you'll write a response back to the person who posted that
and other times you see back and forth and back and forth and then it's just, you've got to
kill it sometime. It depends on the client, too. Some people want absolutely no negative
stuff on their site.
Lauren: Do you talk to them and give them advice on countering negative comments and
leaving it up there?
JR: In all subjects, we try to give our marketing advice and we tell them to take it for what
it's worth: "This is what we've seen that works. This is what we've seen that doesn't work.
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It doesn't mean that it's going to do this for you, but here's our advice. We feel that instead
of just" -we don't want to be the cookie-cutter-"here's
the website. Good luck." We want
to help them. We want them to call us. We also do printing and things like that so we're
looking for repeat business and we want an existing relationship that we are going to
continue to help them get to know the clients as best we can.
JH: It's human nature to have things go back and forth. You can't please everybody. But it's
always a positive, especially if you've ever purchased something online and you read
everybody put five stars and everybody loved that monitor you're thinking of purchasing
and you're kind of wavering, "Eh, it sounds too good to be true. Maybe the company wrote
in for themselves." Then you read one comment that says, "It's not the best monitor out
there, but it's good for the price." You start to think, "Okay, somebody's actually thinking
more human nature, how I would," and then you actually look more positively at that
product. To answer your question, we do allow negative comments to be replied to and try
to solve them because it does in the long run-it puts people in that position, if they had the
same question and then it almost is like a FAQ scenario right in front of them. So, all the
intangibles and variables that they've had in the back of their mind may be solved just by
reading somebody else's communication and replies that are going down this blog.
JR:And a lot oftime, depending on the client, it might be something on Yahoo! Answers or
something that you can't control, so you probably want to post something. It's going to be
up there whether you like it or not, you might as well post the positive thing from the
company going out to them
JH: One of the biggest hurdles are sites like ComplaintsWorld.com, Ripoff Report. Believe it
or not, some people will write in and say that the local Pizza Hut was 15 minutes late and
this is a guy's livelihood down the street. He's making pizzas in a franchise and somebody
thought he was 15 minutes late when, 10 and behold, we had two feet of snow.
JR:You can see, too, that most we can guarantee that competitors are on there just trying to
bash, so that's how it's interesting.
JH: I don't think it will be long either before they take it all the way up to the Supreme Court
or something. There really is no regulation towards negative feedback on the web right
now. It's very difficult to fightJR: I'd echo that, too. Within the next five years, I mean, I would think that somebody would
put a major challenge to it.
JH: Freedom of speech may be a dinosaur in ten years just based on the fact of how the web
is evolving now into sarcasm and negative comments that can affect somebody's business
very easily, very quickly, and get to the masses very fast.
L: I read somewhere that some hotels were tyring to put a lawsuit together against
Travelocity and Trip Advisor and all these review sites for that reason. They said it wasJR:Yeah, I believe it.
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JH:Yelp's another one, too.
JR: It's big in the travel industry because it's easier to bash competitors, too.
JH: Surprisingly, I've seen a lot of people come to us lately because of Yelp and site like that.
Besides SEQand social media, the third biggest thing that's going right now would be
reputation management.
JR: We tell our clients, too, the best thing you can do if, before you start, get your sites so
they populate that first page. If you can control that, then this may not be an issue. I mean,
you should be the most relevant on a lot of things. The problem with their complaints
board is you can have a thousand clients and you can view five complaints and it could rise
so fast and get so big that there's nothing you can do and you're losing tons of business
because of five complaints. It's frustrating, to say the least.
JH: We've only seen a 50% success rate with trying to jump over some of the larger
complaint sites with some clientele. After a couple years of doing it, you sometimes have to
wonder if you can even take on clients sometimes if they're damaged to the point where it's
not even in their budget and it's not even in your skill set in the short term range to even
try to tackle something like that. That's where lawyers are now getting into the field of a
reputation management type role where it's turning into a field day as far as the type of
quotes that people are giving out for things like that. We've seen them anywhere from $3
thousand over six months to guarantee, "We'll push down these complaints." There's a
company just in the New York Times that was $40 thousand, guaranteed over six months. If
you go with them for a year, you're paying 80 grand. Is it guaranteed? Because they're still
going to be on the web with those complaints. But they're saying they're going to push
them off the first page of Google or something. Is that worth 80 grand?
L:Who's to say it doesn't come back up?
JH: True. And those big sites, like Jason mentioned the complaints board, they're throwing a
lot of money into advertising and somehow they stay up top. And that's just not fair.
D: I wonder if, though, with the recent-Google
farms and such-I wonder ifthat will push-

recently made changes for the content

JH: Yeah, the algorithms are getting better. Things like robots, text files, a lot of those things
are going away because the new Google tools-webmaster
tools that they have and we've
actually run several different types of software that need to be updated almost weekly in
order to pick up on the new spiders that are going out there and their rules. It's actually a
good thing. It really is. The web has cleaned up quite a bit and, as we all know, search
criteria has improved tremendously in the last five years.
JR: There's a good app on the iPhone. It's an SEQapp. Let me see what the name of it is
here. I don't know if you have itJH: And it's written by a Google engineer.
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JR:And you can actually just type in a website and you it basically gives you a report of
what needs to be fixed to move it up. It's similar to the software that we use. It's called, SEQ
Automatic and it's the lite version. The name that pops up on the iPhone is-the icon is SEQ
Review. It's just interesting to check out.
JH: It's essential for anybody that's building websites. It really breaks down everything that
it pulls through your site and actually gives recommendations of what you can improve
onJR: And will give you more information that you will ever have time to address.
D: With the sites and social media pages, how often do you see other customers coming to
refute a negative response?
JR: You do see it happening sometimes and you don't know if it's the customer or the
company. You do see it happening. It depends on how the page is set up. If it's a blog then a
lot of customers are going to then somebody might refute something, but if it's like a
complaint board, your good customers aren't probably going to go to that. It depends on
what direction you're looking at. If it's a Facebook page versus a complaint board.
JH: That's actually really helped a lot. The spider ring, or web network of all your different
links that you have set up for a particular client or company which we also add the facet of
mobile site which is almost a prerequisite now for a lot of our clientele. The reason I bring
that up is because the social sites and the mobile sites and even the mobile apps alow
peopleto become more engaged because, when you have a chip on your shoulder, your
most likely going to go out there and make it know. It's very rare that people will spend the
time and try and stick up for a company or a product or say, "Hey, I went on that cruise. You
get what you pay for. Too bad." But with the mobile applications that we're building, it's
become a lot easier for people to become more engaged and stcik up for the company and
share their thoughts on things rather than having to google for a website somewhere or a
blog or news article that's way out there somewhere and then attack some of those
comments.
D: Do you also use Twitter with your clients?
JH: Yeah.
D: Do you see Facebook or Twitter providing better customer interaction?
JR: Facebook, by far.
JH: Twitter is relatively a lot easier, I guess, because it's pretty spontaneous and we all have
it on our phones. It's pretty quick. But, Facebook is, I believe, more of a community.
JR: It's a lot easer to master a Facebook. Some people, with Twitter, just don't know. It's
awkward for them to post things.
JH: I could see it getting up there. Twitter's growing. It always has been. But Facebook has
made so many more improvements in the last couple years that they're still the top one.
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Personally, I think I use Facebook more just for the fact that I've been intertwined with so
many people for so long and a lot ofthem haven't really taken on Twitter yet, so it's almost
like you'd lose some of the crowd.
D: At least for me, I feel that Facebook is almost more of a place to vent, whereas Twitter
would be trying to get direct contact with the company.
JR: Yeah, I'd agree with that.
D: Is there any way you would treat Twitter differently than Facebook because of the
different aspects ofthe two?
JH: That's a good question. I never really thought of it that way.
JR: From a Twitter standpoint, it's not something that our clients request as much and we
don't push it as much, so, in terms of volume, what we do for Facebook versus that would
be tough to answer because we don't use Twitter much.
L: Do you see certain types of clients looking for Twitter versus those who don't?
JR: Non-corporate are wanting Twitter.
JH: Or also, we've seen a rise in organizations and companies that have weekly, sometimes
daily, events and they're spontaneous. We've noticed the restaurant scene wanting to push
Twitter because they can have a special that day. We've got a Thai restaurant; we do their
mobile site and they're really interested in telling people that day when they get something
fresh that's not always on the menu. And unless you check Facebook, you may not always
see it, but if you're signed up for their Twitter feed then it's right there on your phone and it
comes in immediately. The answer would be: based on the response and how quick it needs
to go out, that's where Twitter would then be more beneficial, but, yes, I agree on the
venting, too, and that's why it's nice that Twitter only allows you so many characters.
D: So besides Twitter and Facebook, are there any other-you
that's not a viable option really-

mentioned MySpace, but

JH: Yeah, that's turning into "My First Website" type. In a nutshell, it seems like when they
changed their logo, they're at their last stand and they kind of knew it.
JR: Linkedln. for sure.
JH: Linkedln, by far, for larger corporations and companies. You can almost say that if
somebody owns a flower shop, they're going to have a Facebook page. If somebody creates
$100 million worth of sprockets that they sell overseas, they're going to be on Linkedln. We
see the manufacturer fields, for sure, taking over Linkedln. As an employer, I would look at
somebody's online status with Linkedln more than I would with Facebook because
Facebook is just so-it's an open community, whereas Linkedln is more a professional
community.
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D: When they create that Linkedln profile with the more industrial companies, are they
doing it with the end goal of hiring or finding job leads or trying to build community still?
JH:Yeah, that's probably one of the biggest draws for a companies against their
competitors that they can pull in the talent because the talent's out there looking on the
Linkedln pages. And if you look over on the side of a Facebook page, you see a lot of
advertising. You look over on the side bar or columns on a Linkedln page, you may see jobs
available in that industry or even post your resume to that company as a Linkedln page. It's
more geared toward the corporations and the companies and trying to identify the talent's
that's out there.
D: Even for the smaller companies, do you recommend Linkedln for when they do
eventually need to find people for jobs?
JH:We don't always push itJR: It may not really help the tattoo person. The small coffee house-it may not necessarily
help them-that has three employees. But it cannot hurt. With Facebook there's a lot of
design that we can make it look really awesome. With Linkedln, there's not too much we
can really do, so it's more so for the client or us just to create it and let it run itself. .
D: With Linkedln, Twitter, and Facebook, how do you-staying within the company and
brand-keep the messages between the three consistent? I mean, you have to tailor the
message to the demographic, but at the same timeJR: It's probably easier for us to do than the client because the client can go many different
ways while we only have so much limited information about the client. It's probably going
to stay relatively consistent. We do talk about that, the demographics, and keep in mind
that when you're doing a Facebook page, you may not go after the same people you'd have
for Linkedln and they may have it for different reasons. There's companies that have a
LinkedIn strictly for hiring that don't plan on generating any business from it, whereas
Facebook, that's the main purpose. So, in terms of keeping it consistent, I think that that's
relatively easy for us to do and that's how we treat a lot of them. Linkedln is: you're looking
to impress a perspective hire, whereas, Facebook you're going after the client. Your
message is a little bit different as far as your target audience.
JH: The consistency about it is that we put together usally at least one to three people, a
core group, that's going to work on their social communication for a particular client or
company and, again, it may not go to a corporate branding part of the graphical profile, but
at least it will go back to their type of mission statements, the way that they handle
themselves, and the vernacular that we've already expressed to that particular client that
we're then going to share with the world. But as long as you have the same people, or the
same person, maintaining that information there will be more of a consistency than if we're
just tossing it around to our team and different individuals are trying to pick up the slack
and maintain that communication online.
JR:You do see some clients that, when they come to us, because a lot of our customers
already have set up their own Facebook and Linkedln and then our recommendation is, for
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example, a furniture store might have a Facebook page where they're saying, "Come hang
out here on a Friday night. It's the most hip place to be." And their LinkedIn is saying, "For
professionals only. Come and buy your furniture here." They're sending mixed messages, so
we try and talk to that client and say, "Do you realize what you're doing? You're giving
mixed messages and it's confusing to the customers."
D: How often do you go back to the client just to be sure that their message hasn't changed
and that you'reJR: It depends on the package they have with us. With some people, we're done and we
can't sell them anything else and they don't want any more maintenance and they don't
want a maintenance package. They want to do their own hosting and there's some people
that have hours of hosting with us and they want to continue an existing relationship to
where we're talking, maybe not daily but close, to some of the clients.
JH: Now with Groupon and all these different avenues, we're seeing more and more sign on
more monthly, not annual or residual package. More of relationship because you're a
marketing firm and you're stepping in and becoming almost a business partner with them
for their online status. It's the commuication that you have with the owner ofthe company
and the rapport where you can share the ongoing feedback that you're getting from people,
the analytics and reports that you're getting, all the way down to "this is what they're
saying on this site about the company and this is how we're reacting to it." Keeping that
communication open so you can attack those things and represent the client as best as you
can, but at the same time you have to follow their lead. We do have those that we've had for
many years now that have put us in charge, to be the voice, and those individuals that we
have in-house or that we've outsourced, we try to keep them in the same field or genre for
when we pick up other clients so it's a lot easier for them to shift into something else to
focus on and not have to create the wheel and train somebody in that particular-let's
say
someone is representing a boating firm or a yachting firm. And then we've got somebody
that's representing doggie daycare. Ifwe get a client who's going to do landscaping or
something like that we may have the doggie daycare. Ifwe've got somebody who's going to
be selling something high-end, we're going to take the individual that's been working with
this high-end firm over the years and have them take over the social media for them.
JR: From a business standpoint, that's what we're selling: stay with us every month because
we're going to help you. You're managing this and we're going to help you month after
month. Whereas, if we just give it to you, things are changing consistently, are you going to
keep up with that? Probably not. We are. That's the selling point for us.
D: What's your process for finding the message and voice that you're going to put out
online?
JH: That's usually figured out in the intial-before we even get them as a client. We'll sit
here in the conference room. We'll put together our sales package and our marketing and
our analytics, their current status and report. We lay it out on the table, say, "This is where
you're at. At the end of the table is where you want to go. Here's how we feel this will
benefit you and how we can help you. Here are the roles that we're going to take on. We're
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going to piece everything together." Of course, we get their feedback and we go back to the
drawing board or they like what they see. As far as the overall voice, to really answer that:
we try to mold individuals in the company who can, again, absorb everything that they can
from an individual in a corproration and have that person walk out and say, "I really like
Jason. I want him to take the helm of this. I liked everything he had to say." So we do have a
team a individuals. We throw everybody in the ring and we allow the client to find a niche
with somebody that they click with. It's not always one individual.
JR: Going back to the furniture store, it's sometimes challenging with clients because, for
example, we have a client that really likes their logo that has nothing to do with furniture. It
looks more like it's an orthopedic logo.
JH: It's DaVinci's drawing ofthe human body.
JR:And they're also renting-to make things more crazy-they're renting the rights to it
from a company. So they have to go to that company and get it every single time and we're
trying to advise them that, one, that's a bad logo without hurting their feelings and, two,
you're in a business deal that we've never even heard of. It can be challenging trying to tell
them, no, you need to go this route-especially when they're sold on something we know is
not going to end well for them.
L: It's interesting, too, because it's an easily copy-able logo.
JH: They changed the way the legs are positioned. It's not to scale and he looks pigeon-toed.
It's just odd.
L: The artwork itself would be in the public domain so I think it's strange that they actually
have to pay. That's probably why: because they've altered.
JH: We're trying to be the voice for them and that actually would be a good example
because we have sales teams out there and the sales individuals are successful because
they actually create a relationship with the clients. They really do. Once that individual is
passed on to somebody, say for myself, I'm not going to take on the role of an account
manager, we're going to allow that sales person to continue to be their friend or their voice
up until the point that they actually want to cut ties and say they just want to call somebody
directly. They just want to call me directly. And then, also, we'll start the communication. In
the case with the furniture lady, that actually is the scenario: she was with our account
manager who was also the sales person originally and when it came down to the logo, she
wanted more insight into what she can do. Then come to find out, she doesn't even own it
and it's also a Davinci sketch and now I'm working with her to get what we can from the
print company that's holding her hostage. It was a big headache and she was very stressed
out. Today, she's on the mend and we're actually working towards supplying her new logo
that will actually work with the look and feel of a more modern furniture store and not a
16th-century painting on a church wall. She was in need of a voice and she didn't know
what to do or where to go. She was held hostage, but we're helping her now.
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D: If you see that there is a better way that a client could be doing something, but they don't
have a consulting package with you, do you approach them? Because it does reflect on what
you're doing if they're not doing it the best that they could be.
JR: I would say that it depends on the client. There are some clients that you'd be surprised
that they want to be dictators. They're dictating everything to us and they don't want us to
change really anything. They just want us to put the site exactly how they tell us to do it.
Most of the time, if we can, and we feel that it won't hurt the relationship or perhaps hurt
the feelings to where it ends the relationship, then we will offer that advice and, again, it
goes back to the selling point of: we're trying to offer free advice because if you do the
maintenance with us then the next couple months we'll continue to help you out. For
example, we have an athletic studio that's owned by a former Rams player that we're doing
an SEQpackage for. He has a direction but he doesn't really know what he wants. You can
tell he wants to be a certain place and attract a certain client, but that may not necessarily
work. We're trying to, without ruining his whole business plan, tell him, "Well, you could
open up your business a little bit and do X,Y,and Z."He likes his website; we're just doing
SEQ,but we know that we have to change it for a number of different reasons. We have to
recommend to him: "You need to change this"-even though we know he thinks it's a good
site.
JH: You have to look into the individual and be a people person. This guy's been a
professional football player. He's made a good living. He's opened up a gym; it's almost like
a hobby, but he thinks everything is running a hundred percent. He thinks his website is
good to go. He's into the SEQpackage and, right off the bat, we can't just go straight to him,
be like, "Your website sucks. We've got to fix that." You have to consider the individual's
personality. He's definitely an overachiever and he's had success already. How do you word
those things? How do you phrase that? We do that by providing facts and reports. Going
back to the original question, it's all based on budget. We have this conbersation on a daily
basis: we have an individual; we know we can help them, but it's going to be sticker shock.
In the long run, though, are they going to be a company that's going to be a referral for us?
We took on a local baseball organization that has ties to a lot of dfifernt comapanies and
sponsors. They didn't have much of a budget, but we saw in the long run that it would help
us to get our name out and also to do something for the community. So, it's a toss-up.
You've got to be tactful and sometimes we have to go to the boss and say, "We're going to
lose money on this in the first couple months, but if we get one client out of it, then it pays
for everything." The same for the individual with the gym: we're going to give him a report
and a plan as if he's looking at the next play to get them in the Super Bowl, show him the
success he's going to have. A lot of companies would be like, "You need this. This is how
much it's going to cost." And you can make a decision just like you're looking at the cost of a
vehicle that's in the lot. You make a very quick decision. But if somebody can show, you
very detailed, how you're going to be successful from it, that's where we end up with the
longer relationship with our clients.
D: In general, with respect to marketing, where do you see social media going in the next
few years?
JH: That's tough. I sometimes lay around thinking about that.
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JR: I think it's not even close to peaked out. There's still people that don't have computers. I
think it's knowledge. I think it's going to follow the internet the way that the internet has
gone up. Up, up, up. I think social media will ocntinue to do the same. I think you're going to
see a lot of things in the next couple years, too, that are going to be busts. They're going to
come out with all these marketing budgets and they're just going to fail. They're going to
try to be the next new thing. I mean, what else can happen. It depends on technology, but
what else-I mean, to what point do you open up your phone and a person pops out and
pitches you?
JH: Facebook is just trying to get Netflix. You can buy a TVthat's already built in with social
media stuff already there. The new remotes that come out for the latest TVs, they actually
look like Gameboys. Little joysticks and everything so you can play games on your TV on
the internet. Where it's going to end up? I don't even-regulation will be the one thing that
hurts it. It's just like Napster back in the day. You have a really great idea; it's very popular
and somebody says, "They're digging into my pocket." Facebook's going to have to make a
lot of friends and is going to have to write some checks to somebody, but I definitely see
that everything is being merged into a demographic advertising bowl or salad based on the
fact of everything that people express and share on Facebook and Twitter and things. It
probably won't be long before you log on-well, it actually is there-but we log onto a
Facebook page connected to the type of products you have in your refrigerator. People are
sharing thoughts on new products that are in their refrigerator and they're doing it right
there from their refrigerator panel. To say how far it's going to go? That's tough but as of
right now we know it's the rocketship that's gone off.
D: Mentioning the regulation and free speech, do you think there will be a backlash at all
because if regulation and privacyJR: I think it's going to come first to businesses, so it's going to hit the businesses first and
then work its way down to where we're seeing some personal lawsuits. I am shockedwe're shocked-daily at some ofthe clients that have all kinds of-I mean, even to the
owner's cruise division, so sometimes 500 cruises a week has ten ocmplaints and
customers every day are saying, "Oh, I saw this complaint." Those are ten people. There's
not a big positive board that says, "Hey, 500 sales," that counter, so, yeah, you can go post it,
but then the person looks at it and says, "Is this the company posting it? Is it true?"
JH: Two percent.
JR: I can't believe there's not been a lawsuit. You can't walk down the street and say that
this company is a fraud unless without getting a lawsuit against you, but you can post
whatever you want on the internet; nothing can be done. We've had customers and clients
send letters from attorneys to boards like that; it does nothing.
JH: The scary thing, too, is there a master database where everything's being collected
that's going to be listed under your profile and all your profiles are going to come together
and be listed under your name? And some way, shape, or form, it's going to come back and
bite you for whatever reason.
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JR: Is the person that posts all this bogus information going to wake up and all of them are
going to be linked and they're going to be going to court.
JH: That's why the amount of communication you do on the web-make
11 and after two cocktails, you can't type anything.

that a rule: after

D: There's actually an add-on within Chrome where you have to pass some quizzes. You can
set the time.
JH: Facebook has one, too. I have one for my phone.
JR:Which is funny. Facebook wouldn't be in existence if it didn't come after a party-in
move, at least.

the

L: Do you use any software to monitor clients? Not their Facebook or Twitter, but
monitoring their brands.
JR: I don't think we have an actual software that does it besides just typing in and doing our
own research on Google and Yahoo.
JH: We do-it doesn't cover all facets of what you're asking-but we do run a software and
it's a promotion software. It would be called something like a search engine optimization
reporting analytics software. It does go beyond just basic search engine results. It gets into
finding every little specific phrase that you may put in, or targeted words, as well as, a
company's name or person's name. And then it comes back and has links to every-what
happens is you have got to weed through thousands of links that you get in this report. A lot
of this stuff is also locked down until someone allows something to be posted to any of
those sites that they control, so, in that aspect, we would have an account manager who
would get emails of all this information that's been posted to a particular client's sites. Then
they go in and decide whether or not it should be commented, it should be allowed. We also
notify the client and, based on what they're paying per month, if they're paying for account
manager to reply, we'll make that decision. We'd really be interested in a software that
would go out there and could pick up on every little thing-even instant messages and
something like that which you can't control.
D: Any final comments?
JR: The only thing that's always interesting in a business is who you talk to, so a lot of times
we talk to the owner initially, they set up what they want, and then we talk to some of the
employees. It's tough, especially with social media because we're getting different message.
We get a different message from the employee than we do the owner an we have to figure it
out. So how do you do that when they're both technically our clients? You go back to the
owner and tell them the employee's telling us this? That gets a little tricky. It also goes to
show: there's two people in the exact same company who are trying to portray different
messages. There's a lot to be said of the questionnaires that we hand out and get back
because there's been times that we portrayed messages and then the customer has come
back and said, "Well, I don't really want this portrayed," but then this is what you have in a
questionnaire.
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JH: I was just going to ask what you field of interest is in?
D: I'm looking to go into interactive marketing. That's what I'm going to school for.
JH: Webinars are big. Have you considered any companies that you're interested in?
D: I have. I've applied for a few. I can't think of any offhand. I just applied for like six in the
past two weeks.
L: There's one that's called Wildfire. Damon's mobile. A lot of our students want to stay in
the Chicago area, butJR:You're out?
D: I'm willing to go anywhere, really, because I understand that the economy is not the
greatest, so a job is a job.
JH: That's true. Yeah, if you have a resume you want to share, we're actually in partnerships
with a lot of different companies that do that. And like we said, we outsource things, too, so
maybe if we're to come across something down the road.
L:What is the ideal skill set of an interactive marketing grad in this area, in general and for
your company?
JR: From our company, because we outsource so much, we wouldn't have a person strictly
doing that. I would say right at this point, until we grow larger, but based on other
companies, I wouldn't know too much how to answer that. It would be nice, from our
company standpoint, our questions to you would be: okay, we understand what you can do
based on this resume, do you feel comfortable also taking and helping design some of the
content or write some of the content? Because we're a smaller company, we're going to
have people doing multiple different things. Whereas you might find a position that's just
strictly doing one thing facet-I mean, you might just run Facebook pages for somebody, so
I don't know if that quite answers the whole business, but at least from our company's
standpoint, we need people to do many different things and wear many different hats. The
more diverse you have, the more other things that you can do on the web and sometimes
not even on the web is beneficial to whereas, in larger companies, it may not be.
D: Restaurant.com, we're working with them on a project for one of my classes. I actually
just applied with themJR: Restaurant.com? We use them a ton. The travel side ofthe business owner uses it a ton.
D: They were mentioning that most of the positions aren't really narrowly-focused. You
kind of touch everything.
JR: Because everybody downsized so much that you have to do multiple things.
JH: I was going to say, this is pretty close to my resume when I was your age. Close to it, but
almost the same thing. You can design, build websites. You can design and build online
advertising, as well as, it looks like you've done some email marketing.
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D: Yeah, the program at NIU is really great with getting the students' hands in everythingthe interactive program, at least.
L: Thanks. From the instructor perspective, I'm trying to figure out: are we teaching our
students what they really need to know to get a job. And it's hard with social media
becoming so huge, I feel like I need to have a social media class. All on social media or social
media and analytics or something like that. I'm constantly thinking about the curriculum
and what changes and updates we need.
JR: SO,do you take on projects? Do the companies work with you and you as a class do it?
Or break off in groups and do them for actual companies? Internships, kind of, within the
class?
L: I had Damon last semester and now he's in-basically, my class is a prerequisite for the
class he's in where they're working with Restaurant.com. They have six or so groupsD: Yeah, in my section there are five groups. And it's groups of four. And we're actually
working with Restaurant.com. They sponsor the professor and maybe the course, I don't
know.
L: They give you a budget?
D: Yeah, we have a budget. We get to choose two marketing channels and then our task is to
drive traffic to a specific landing page for our group. And so, because it's a group-specific
landing page, any traffic that makes it there is simply because of us. We just had our
presentations this Tuesday to an affiliate guy and an SEOguy within Restaurant.com. Just
presenting to them the ideas that we had and then getting our budgets approved. As soon
as we get back from spring break, we jump right in to start implementing things.
JR: That's the best experience you can get right there.
D: It's a project, but you're actually doing it and you get to see the results and know that
what you're doing matters. It's kind of cool.
JH: That's the answer to your own question and then develop how you see, to get into this
field, what's the best thing for all of us is that we actually did it. I actually didn't even-I
dropped out of school just to get more into the business aspect of it when it was fresh. In
the old days, Damon, you could have these skill sets and that's what paid the bills.
Nowadays, you want to be in charge of managing those that have these skill sets. As well as
the fact that if you've played around with the latest Creative Suite 5 for Adobe or
something, everything is so WYSIWYGnowadays that you don't have to open up Notepad
and write your own CSSand it's a waste of time. I still have some guru guys who are like,
"I'll write that." And I'll be like, "Don't waste my time. I was like, "I know it's cool and
everything. I know you want to. It's a pride thing, but really we need to flip the switch. Like,
24 hours, get this done. Open up Dreamweaver and you can get it done pretty quick." My
only advice would be staying on top of all the latest technology and these software
programs. They'll definitely help, but also, in the long term, try to put yourself in a role to
managing those that can do all of the facets of the business that you see will help you rather
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than trying to do it hands-on. I still fight with that all the time. I get yelled at for trying to do
it myself.
JR:And like [ef said, having a designer on here and other things is great. I would definitely
add, when you're done with the Restaurant.com, make sure that-because a lot of people
know that name, add that to the resume and that you've actually done it. You created, drove
traffic to them.
JH: So what would it cost for us to put you in charge of a campaign? We have several clients
that could use it and Jason's-I wouldn't necessarily call it internships, but we've had
several individuals that we've been looking to hire for certain stations, particularly. We
have content writers; it's kind of boring stuff. But we do have a need right now for more
social media account managers. I know we're hiring right now. Would you be available or is
it against school policy?
D: No, I could do that.
JR: If you get a chance, not to put you on the spot, if you have prices that you thought you
could do certain things for, you want more information, [ef can certainly give you that. The
relationships we create and outsource things to are crazy. I mean, things like this. Going out
on a Friday night and meeting and talking to somebody and they end up being a content
writer for the site. Certainly, anything that you can do to market yourself even towards us.
Maybe it could just be some side money for you to do whatever with.
JH: Not that we're shifting the interview towards you now, how deep would you say your
search engine marketing is?
D: What do you mean by how deep is it?
JR: Have you had a lot of experience with the search engine side of it or classes that you feel
that really prepare you to that you could go and take a site and move it up within Google
based on organics.
D: A little experience with that. We touched on that in your class. I have my own website, so
I've done some stuff with that, working with keywords and the organic search. I was also in
a strictly HTMLcourse in the COMSdepartment where we worked a little bit with that. I
have some experience, but it's not-I'm by no means, a pro.
JR: Nobody's a a pro in SEO.We found that out in a hurry. Nobody is.
JH: If they say they are, don't believe them. Would you feel comfortable to take on the role
to market a particular brand, or company, or even a non-profit organization? Because we
have several on the plate. We'd be happy to entertain that. It's nothing short of stressful,
but, then again, we do have some smaller sites and we have some startup things that we
just got launched that we're not throwing a big budget at, but would be beneficial for all of
us. It'd be experience for you and also would be something for us to see if that's something
we could take on role-wise. After today, if you don't mind, we can send some information
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and then we can set up a conference call with our team and to see what we have on the
plate right now that's available.
D: Yeah, that'd be great.
JH: Then email marketing?
JR:There's tons of things. I guess the next step would be [ef can send you some things and
you can just respond how you feel you can take on with not interfering with you acing this
final.
JH: So, where do you see yourself in three years, after done with school, get some good
experience under your belt? What would be the plan, what would be your big plan? And
don't say, "Creative director for Value Collect" or something.
D: My lofty goal is to eventually work for myself doing internet, interactive marketing.
Actually, some fellow students and I have been talking about lately just starting our own
thing.
L: Is this the Power Team?
D: Yes, the Power Team. That's something that I would like to do, but, I don't-three years
might be a little short because I would like to get some experience. That's my lofty goal.
JR: Get the Power Team and pitch at the job fair to companies. Pitch it. I mean, even as a
side thing, before you have jobs or on the side, maybe somebody will take you up on it and,
at the job fairs, if you guys are going around, there might be some companies that might
bite on that and say, "You know what, this is a great idea. We'll throw X,Y,and Z; let's try it
for a month." Then get capital and build it. That would be my advice.
D: That's not a bad idea.
JH: Get used to the word "startup" because you'll be in a lot of them. We're still doing them.
D: I like that, though. Because, usually within a startup, you have a lot more room to do
everything.
L:A lot of work; a lot of stress. Big payoff.
JR: Big payoff. Working for yourself would be a big payoff.
JH: The things I was going to ask is because, I go home and I'm older and I have a family so I
don't have the same enthusiasm like I used to when I was younger to stay on top of what's
that next thing around the corner. We saw ChatRoulette turn into this hideous thing
overnight. What's the coolest, newest thing out there right now that maybe I don't know
about?
D: I would keep your eyes open for Tumblr.
JR: Spelled T-U-M-B-L-R?
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D: Even within the past six months they grown. It's been insane.
JH: They're starting to pop up everywhere, too.
D: I've been on their platform for about two, two and a half years and so I got on kind of
early. I don't even remember how I found it. So, I was like, "Alright, I'll switch my blog here"
because it seemed pretty simple and easy to work with. They've exploded within the past
six months. And then this year I would say even more.
JR: Does anybody else own that? Does any of the major companies own that?
D: No, they-I think they're private. They just a big round of venture capital, like, forty
million. One ofthe biggest things that they recently did was with Fashion Week in New
York. They sponsored a big group ofbloggers through Tumblr to go and they curated all the
content and had special feeds within the site. That was one ofthe biggest things. There's
been a lot of write-ups in the Wall Street Journal about that.
JH: I have seen them pop up quite a bit recently.
D: I'd watch for that.
JH:Are you aware of South by Southwest? Are you involved, following that? Because that's
kind of big right now. I mean, it's always been big. Believe it or not, it's been out since like
'87, '84? It's been out-I'm sorry, '94 I think it was. It's been at least 15 years. What do you
think about that? There's a lot of hot ideas out there.
D: Yeah, I would love to go there. I Mashable come through my RSSfeed so they're always
putting stuff up about South by Southwest, what apps they expect to-iPhone apps-they
expect be huge from that.
JH:Angry Birds 2 or something?
L: They're doing a St Patrick's Day update. I just got the email.
JR: Really? That's something, too. Create a couple applications and you might be good for
the next couple years.
L: They have a little short in front of Rio, this new 3D movie, so they're going into film as
well. And Hasbro or-I can't remember-one
toy company, I think it was at this other fair a
few months ago, and they have this little board game for Angry Birds now coming out.
JR: You're going to see kids with t-shirts and all kinds of things.
D: They do have Angry Birds t-shirts.
JR: Do they? I can only imagine.
JH: It's unbelievable.
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L: I'm always criticized because my office is so bare and I ordered all the Angry Birds plush
birds and pigs.
JR: That's a good idea.
L: They've been on back order since December, but I'm just waiting for students to come in
and play. I told the Power Team-they're actually a student organization that helps with
interactive marketing concentration-I told them they'll be the first to play, have a game of
Angry Birds.
JH: What smoke-filled, Dorito-filled thinktank came up with that?
JR: But you know what? I've played it. It's addicting.
JH: My son plays itJR: What's crazy though is it's not like the graphics are unbelievable. All the things out
there, people have Play Station 3 sitting there, playing Angry Birds on their phone. It is
amazing.
D: It's not simple, but it's really clean and the concept is simple, soL:And the fact that it's so short that, you know, I'm waiting for my luggage at the carousel,
I'll put on Angry Birds for five minutes. I don't have to get into it. Anytime I have a little
break.
JH: It's spontaneous.
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Appendix B

Transcript of interview with Curtis Batterton on March 4, 2011
Curtis: I work in IT strategy. My focus is looking at the emerging trends of technology and I
touch on this area at a very high level. I'll be able to answer some of those 30,000 foot
questions as opposed to anything specifically tactical. Just to set the stage for where I'm at
now.
Lauren: Do you focus more on technology, like, is it more in-store technology
or ...?

or internet

C: My group is viewed as a service group to the enterprise. So we do look at enterprise
technologies and strategy. And we also look at restaurant technology. Mainly from the
operational-enhancement
and customer engagement point of view so, what kind of
technology will the customer be bringing into the store and what kind of technology will
the crew be bringing into the store? And then how can we leverage that? And what are they
going to be expecting? That kind of stuff. And how do we meet that? We're focusing quite a
bit on our people, so customer experience as well as our crew, and modernizing their
experience, I think, in both ways. So, the way that we apply technology to those experiences
is of a great deal of interest to us right now.
Damon: Did you start in the position working within that department
somewhere else and move there?

or did you start

C: I started in IT Foundation. For a burger company, we've got a very large and complicated
IT department. IT Solutions is the whole IT. I'm currently work in IT Enterprise which
focuses on global technologies, technologies that effect how we run our enterprise pieces,
so ERP systems, and moving financial data from the restaurant to our servers so that we
can do reporting and all that kind of stuff for the shareholders and that type of thing. IT
Foundation, which is where I started as an intern, looks at the infrastructure
piece of our
operations, of our IT. So that can be infrastructure. That can mean infrastructure
in the
restaurant. It can mean infrastructure connecting the restaurant to the corporate and to the
regions and it can also mean the infrastructure within the corporate offices, themselves.
What I actually did as an intern was I worked with a group called Enterprise Architecture
Group. And those are a group of people who are very, very experienced-like,
years and
years of experience IT-and they help to set standards of how our proj ect managers and
our teams build the applications and the systems that will drive our operations. So when
you build a cash register POS system, there's a lot of ways to do it, so we look at: what is it
they're trying to accomplish? And what kind of infrastructure needs and options there are
and then provide them feedback on the best way to develop their system according to our
standards. So, the standards include, information security pieces, so when you run a credit
card through the credit card machine-is
that machine PCI-compliant, which is the
industry standard. There's ISO standards for hardware and all sorts of standards that we
want to be sure that we build to so that when we do deploy something, it's by using the
best practices and what the industry expects. And there's a few different reasons for that,
is, you know, it's best practice for a reason, right? But also, you know, there's a risk
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mitigation to that, too; if a company loses a customer's credit card information, then that's
damaging to the reputation, so when we build something, we want to be sure that what we
build is being secure and is going to be feasible and usable, but also going to protect our
brand.
D: So, how long did you say you've worked here?
C: I started with the company three years ago-about three years ago in June-and I've
been in my current position a little over a year now-or just about a year and a half, I
should say.
D: Talking about social media, what is McDonald's general goal with using social media?
Are they more proactive or reactive, responding to customers or just trying to build the
brand through social media?
C:That is a good question. I think that we're still, from my point of view, I think that we're
still developing what our goals are. In a lot of ways, the industry and companies in
general-especially
large companies-are trying to figure out: what is the value
proposition of social media. I don't know that we've gotten to that answer yet. What's
happening is a paradigm shift. There's an entirely new way of thinking about how do you
communicate with customers? Before social media and the Internet, it was very much oneway; everything got pushed to a customer and you sat through the commercial. Then TiVo
came along and I didn't have to sit through the commercial and, you know, I got a pop-up
ad if I went onto a website. That's not the most effective way to communicate with me and
so then you look at, well, social media as it grew, is kind of I can do profiling on customers
and behavior and know what websites they go to and all that kind of thing. That develops
the creepy factor. Is it creepy that McDonald's is tracking what you're looking at online and
then catering their message to you that way? Am I, as a consumer, okay with that or am I
not? I think there are a lot of things that go into that right the generational stuff thinks that
I think you know what technology did you grow up with in the first place? I mean, my
parents are still using flip feature phones. My mother just figured out how to check your email and they don't have text messaging but you walk around a grocery store and look at
what little kids have in their hands and it's their parent's iPhone. There's a consultant who
just told me story about how his two-year-old daughter can get his iPhone, unlock it,
flipping through the screens to get to the game she wants to play--which is the silliest game
ever, called Talking Carl-it repeats everything you say, opens it, and plays with it. She can
navigate through all that such an early age. We expect that she is going to be very
comfortable and expect to have that kind of engagement all the time. I mean, why doesn't
McDonald's have that. So when you talk about social media, there is a balance of internally
what does it mean to us and how do we think we should approach it and what are our
customers ready for? And how do we manage to navigate through the customers who don't
want it and the customers who expect it to provide them all service levels that want.
D: Do you have guidelines and procedures for the people who are working within the social
media
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C:We do have some guidelines around social media at this point. We just came out with the
social media corporate policy. So there's a couple different sides of social media. There's
the internal stuff like I want something to use to collaborate with colleagues and get in
touch with the 4000 people who work on-campus and then there's the customer side of it.
We've just begun to implement social media policies around more of how do employees
react to the social media that they see touching customers? The demographic of
McDonald's is very experienced. A lot of people have been here for over 30 years. I've been
told that you're not really new anymore until you've been here for five years. So we've got a
culture that's very long in the tooth. There comes a point where sometime people get very
zealous about the brand, evangelizing and all that kind of stuff. It is a great company, I
wouldn't deny that, but the problem with social media is how do you control the message?
Because everyone is their own agent. The traditional structure, especially for PR in a
corporation is that we have a department that issues press releases and control exactly
what is being said how it's being released and when it's being released and now social
media has allowed everyone in the company to become that brand ambassador-which
can
be good but it also becomes dangerous because it's uncontrollable. You have to train your
people more. You have to make sure that they understand what's appropriate to respond to
and what maybe you shouldn't respond to and if you do respond legal wants us to, if we
post a blog talking about McDonald's, to clearly state that you are an employee of
McDonald's but you do not represent the official views of McDonald's and put a whole
disclaimer statement up at the end of your blog post. How you put that into Twitter feed, I
don't know. So what is the message you want to send out through this channel? How do
you control that message? And who's responsible for it? And if I'm acting on my own,
defending it, am I breaking some rules? If I say something that I shouldn't have said that I
didn't realize, didn't mean to, does that mean that I then should be, you know, given
disciplinary action because I thought I was doing something right, but I really wasn't? So
you have to look at that kind of thing. Now when you actually look at the message, it gets a
little frustrating for our franchisees and for our local restaurants, because corporate wants
to control the overall message. Legal wants to make sure that we have all of our things in
line so we don't open up ourselves to lawsuits, but it's very local. And the idea of social
media is that you can respond in real time. You know what's happening instantly, all the
time. So it's this constant stream of information but then also, you can respond to things
that are happening in a very specific region. There are owner-operators who will say,
locally we are having the towns fair and we want to tweet about that or we want to offer a
special 2-for-l cheeseburger deal if you come in with this promotion, but in order to get
that promotion approved this has to go through two weeks of processing through the
corporate to become an official message. If it's something that just came up, this random
thing just happened in town so they're going to celebrate, there's not a two-week notice. So
we take some of the advantage of social media away from ourselves so that we can try to
control that message. And then you talk about customer relationships: so in this light of
wanting to develop customer relationships, social media can be a very powerful tool in
taking a negative feedback from a customer. So customer has an angry tweet that on Route
38 McDonald's in DeKalb always has these cold fries and never gets my order right and I'm
just irritated. Has this terrible twitter. The manager or owner-operator can see and know
that that treats going out because of mentioned McDonald's in DeKalb in the same message
and say oh there's a problem, there's a service problem and then could respond to it and
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say," you know I'm so sorry that you had this service come in and ask for me, I'll take care
of you in whatever way." But when we take away the ability of our owner-operators and
managers to respond through social media in real-time fashion, then I think are losing an
opportunity there to build our brand and customer service. Otherwise, it's just this
negative stream going out there into the ethernet, the ethos, and we're not part of the
conversation and that's the other part of social media: the conversation. The traditional
way has always been, we will tell you what the message is and you will buy it. You will
eventually believe the message. Well now we have other people telling us what the
messages because they're discussing us who actually discussed here now. And now we
know what people are saying in a much more relevant way. They are not saying it directly
to us; we get to overhear the conversation that people are having about us. So now
businesses have a choice, you can either be part of the conversation or you can remove it,
remove yourself from it. And if you choose to be part of the conversation, then you have
another choice: do you try to force your point of view or do you try to influence people to
understanding? We're so used to" you will listen to my message and you will believe it", it's
like an authoritative parent, "don't talk back to me." But now they talk back in a very public
way that touches thousands of people within one tweets at the speed of light. There is an
impact to our brand, positive or negative. So with all these things going on, how do we
manage that? I think that's the big question and I don't know that we have it. I think that we
are working on it now, but I don't know that we are there yet.
D: I can kind of see both sides of that would twitter there is that involvement where you
respond but on Facebook, the corporate McDonald's Facebook, you don't have a Facebook
wall, so it's not the conversation it's more of just a single message going out. Is there a
reason you decided to keep the corporate Facebook just one-sided, whereas twitter is that
conversation?
C: I don't know. That would fall under another department's area of decisions.
L: it's the nature of the medium I think.
C: I guess I would say, at that point, it's not really social media anymore. It's just another
vehicle of push advertising. Maybe in your research, that's what you can try to look at: the
definitions of what is social media. Does social media no longer be social media, even
though it may be a social media platform, if the conversation is disabled? Then I would say,
no, we are not engaging in social media, at least not on Facebook. Because if we're not
responding, we're not allowing the dialogue, to me, that would be an interesting question.
D: Going back to, you had mentioned but if the manager of the DeKalb McDonald's sees a
negative treat, do they have to a go through the same two-week process in order to
respond to that tweet a do they have their own guidelines from corporate that they can
follow and immediately respond?
C: Officially they would probably be advised to let corporate know what they want to
respond with. If I were in charge of that, I would say, probably the way that it would go
down would be that there is a script that if there is this kind of complaint, then you can post
this kind of reply. And I think that's one direction that they're trying to go with this; the
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message is still controlled but you still get to reply in real-time. The reality is that usually
franchisees tend to do what they want to, in a lot of ways. Some more than others. They
take liberties. And that's not necessarily a bad thing, because you don't have innovation
unless someone is breaking some rule somewhere, to move forward. To go back to who
enforces it, we have feelers out there for what is being said, so at least we are aware of the
conversations going on around us, but I don't know that we have the manpower or the will
or investment initiative to monitor every single franchisee to make sure that they're not
tweeting behind our back. If it gets to legal then it might become something more that we
might pay attention to.
0: with the best practices that you have for the corporate social media, how were those
developed? Were those is trial and error thing where you just jumped in, seeing what the
best way to go about social media was? How did you come up with those?
C: I don't know that I was involved in that in a great deal with how they developed the
standards. Typically what we do is we look at benchmarks. We try to understand what are
other companies like us doing within the industry. So we might look at other QSRsand see
how they're handling social media. We might look at other retailers, big-box retailers,
because we are of a size and the nature of our business, it's not always easy to find
somebody quite like us. Sometimes we cast our net out into the retail space, as well, to see
what we can learn from those places. We wouldn't look at what Bob's fish farm in
Oklahoma would be doing with maybe one or two locations, what they would be doing. We
would look at what's Subway doing, what's Burger King doing with it? Is that something we
should consider?
0: For the corporate social media things that you do, is not done in-house or do you have
contracts with other companies to do that?
C: So we have a department that works on communications and I think we've recently
named a director of social media, which is a new position. I don't remember exactly what
the title of it is, but that was basically the gist of it. That was the first step of McDonald's
acknowledging that there is social media out in the world and that we should probably pay
attention to it. As far as outside vendors, I don't know officially, my sense is that, yes, we
probably do have vendors and advertising partners that we work with to help us do what
we do within the space. McDonald's is very decentralized management and a lot of times
we have partnerships with people that not everyone is aware of. They are just kind of like
one off kind of, oh, we are partnering with them and we just developed a mobile
application, oh, that's interesting, let's see what this does. Sometimes things like that aren't
necessarily highly regulated internally. I would imagine that, yes, there are probably
people, vendors that we are partnering with around this area.
Lauren: In terms of the, because you said on Twitter that there is actually someone
responding from McDonald's, are they in-house?
C:At one point that was under global communications and then I think with the new
department that was created, it probably shifted over to that person. I believe that's inhouse.
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D: The people who do that, is their job specifically just corporate social media or are they
also doing the internal social work? Or do they simply spend some time looking at Twitter,
responding to that?
C: I don't know offhand. My best guess would be that that's not the only thing they do,
waiting for a treat to come through. But I think that, we do get a report that comes out of
the buzz from different social media and the monitor all that kind of stuff. They give us
these reports, weekly report, they give us an overview report of what were the tweets.
Were they overall positive, negative, or neutral? And what was most of the content about?
They give us a quick and dirty look of what was going on in the space.
Lauren: Did they give you a word cloud?
Curtis: No word cloud. It would be nice ifthey did, but no. That would be kind of cool. I
don't think we're there yet.
D: Do you know what program they use for that?
C: I don't know.
L: I would think that with the new position, perhaps, these employees, there might start to
be full-time employees if McDonald's seriousness with social media grows.
C: I could see-just from my vantage point- that as McDonald's grows, if we decided to
actually start responding to this, if we are trying to engage in conversation, it would be
something that would take a Significant amount time. I don't think it could be sornebody's
three hours a week kind of thing. That would grow into something much more dynamic,
you have to keep track of a lot of things. There are a lot of different platforms. It's not just
like you would look at Facebook and Twitter and that's all there is in the world. Look at
YouTube. Look at Flickr. And you look at the photos are coming up. In fact, that's kind of
one of the things, too. I don't know if that really-it kind of overlaps into social media.
You type McDonald's into a search engine and you get some pretty gruesome images that
will come up first, like flesh-eating Ronald McDonald's on YouTube. It's very disturbing
stuff. So, we're looking at: how do you manage that? How do you get the message you want
to come up first to come up first and not have the terrible, the evil Ronald McDonald come
up? Which is clearly not McDonald's-sanctioned; it's definitely not our brand and, because
we're so sensitive about that, how do we handle that? And I don't know that we know. I
mean, not in an ethical way. Now, there's ways to go about it, right? But not in a way that
we would want to do it. Part of that is, okay, well, clearly the message that we want to have
out there is not getting out there so maybe we ought ot look at engaging as opposed to just
trying to ... Eventually, the message that we want to bubble to the surface, will. But, I don't
know that we've gotten to that line of thought. Nobody's asked me.
L: Do you know how long McDonald's has been on Facebook or Twitter?
C: A few years now. I don't know an exact amount of time. I believe it started with global
communications, a communications group, and then as it built steam and they said,
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Facebook's not just a fad. It's around. It's another channel people are being contacted
through for business. Then I think that's when they started to look at it a little bit more
seriously.
D: With social media, because it is such a new medium, you have the youth that are using
Facebook and Twitter but then you also have older people. I think Facebook's fastestgrowing market right now is middle-aged women. So, how do you target both groups
without alienating or focusing on only one?
C: First, we have to understand what we want to be to people, beyond being everything to
everyone, all-American apple pie. We have to understand: what is it that we're trying to
provide for our customers? And, when you look at a Facebook fan page, those are the
people who are already happy with you, so you're preaching to the choir with them. As long
as you're delivering a consistent message through those channels, then it's pretty
straightforward what you put through there. It's the other channels where you get the
negative stuff in. You get the not-so-pleasant stuff. Or these wild rumors and accusations
that we use kangaroo meat or something like that in our burgers. They're not; they're
100% all-beef patties. I've been to the plant; I've seen what they put in them. But, these
wild, these crazy accusations. It's answering those and engaging a conversation there. It's
really not who already likes you. It's not even convincing the people who don't like you. It's
engaging in the civil discourse, having the conversation. It's all the people listening that
you're trying to win over, not the person who's astonished that you're marketing to
children and I'm going to sue you because it's just as dangerous as cigarettes. That kind of
wild accusation. It's not for that person. It would be for eh people who are listening to that.
L:You'll never convert that person.
C:We don't need to. We are who we and we're going to serve a specific section of our
population. There are people who won't ever eat at McDonald's, for a variety of reasons.
And, depending on what those reasons are, if they've made up their mind and they're
galvanized then I don't know that that's really the battle we want to fight. To correct some
of the information that they might be sharing with people, those are the battles that we
want to fight so that we have, on the record, we do use 100% beef and the eggs are fresh on
your egg McMuffin sandwich.
D: Even going so far as the global McDonald's brand, do you find it's difficult to maintain a
consistent brand on a global scale because of the variation between McDonald's her ein the
US and places even as close as Canada? Keeping the message consistent through social
media?
C: It's challenging. Just take the social media out ofthe equation; having a consistent
message across the markets is a challenge. Part of that is because the message, our brand,
needs to be simple enough to appeal across all those cultures. But the culture needs to be
individualized. For example, if you consider the imaging of a restaurant in the USversus
what McDonald's looks like in France. They're two completely different experiences. Even
now the US is re-imaging itself from the plastic benches to a much more comfortable eating
environment. First, managing a global market message, period, is difficult. It's even more

Social Media Authenticity

42

difficult for us right now because we don't really know how to manage the social media
message that we're trying to put out there. We don't have our arms around that in the first
place. If we don't know what we really want to say in real-time in the way that we want to
put it to engage and "harness the power" of social media, then we can't possibly expect to
be proficient at doing it globally. Those are the steps that we need to take on the roadmap
to really understanding how to market through social media.
L:What do you think the recipe for success if for a company to use social media? You talked
about engaging the customer, but what is the recipe for success?
C: If you look at what social media does, it's a very fast exchange of information-accurate
or inaccurate. It's just a fast exchange of information where everyone's voice is herad by
someone. Social media is causing revolutions today. They're organizing through social
media and overthrowing governments in the Middle East right now. You can't get away
with being inconsistent in what you say, what a company does with its customers, what it
does with its employees. The information moves so fast. I was just on a website for
employees of Home Depot by Home Depot to discuss Home Depot things. It wasn't
sanctioned by them. I'm assuming Home Depot allows them to have it because I'm sure
they could probably close it down if they wanted to, but that's the power of social media. IF
a company wants to be successful, make sure that you're walking your talk. When people
question, and people watch and question, and more and more people watch and question
what anyone does. What anyone business does. Or entity and they find those
inconsistencies and then they get amplified because they have this platform on which to
say, "Hey, there's something not right here." A company has to be consistent in everything
it does. That's the first step. The reason for that is: you can't have a consistent message
unless you're just genuine. The truth is always the truth. So if you're always telling the
truth then you don't have an inconsistent message. You don't have anything that people can
argue with. They can argue with what you're doing, but, if you're always honest about it.
Companies need to really be tightly-woven and integrated. This is what we are; this is our
core values; this is how we operate. And there are no inconsistencies in that. And if there is
an inconsistencies internally to the company, the culture is to correct it. Then social media
can truly be harnessed because that's a cohesive, true, honest unit engaging with other
people.
D: Where do you see McDonald's social media going in the future?
C: In the next year, not so far. The thing about big corporations is that they don't turn on a
dime and social media is one of those technologies that no one can figure out and
McDonald's is not bleeding-edge. A lot of times we're not cutting-edge. We like to be .
leading-edge, but we don't want to be the first to adopt and make all the terrible mistakes
that happen. We want to learn from other people's mistakes, but still be relevant. I think
that's what we're grappling with. The speed of this is moving so fast and the learning curve
is so steep that we don't want to make any huge mistakes that will be damaging to us. But
we also don't want to be left behind. We want to remain relevant to our customers and
meet them where they expect to be met when they think of McDonald's. If that means that
we need to re-evaluate how we take customer complaints or compliments, should that be
through social media site and then have somebody dedicated to responding to that? That's
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what we need to start evaluating. In ten years, I think we'll figure it out. Within the next ten
years, my vision would be an active participant in the online community to where
McDonald's is putting itself out there and saying, "These are the things that we stand for,
for our communities, for your communities, for the nutrition of anyone who comes into
McDonald's, for your kids, for the active lifestyle. These are the things we stand for and we
want to help you. We want to partner with you in having the high-quality food and
affordable prices integrated into your active lifestyle." That's what we really stand for.
That's what we'd want to do. Eventually, social media will enable that. As far as exact for: I
left my crystal ball at my desk. I don't know exactly what it will look like, but I think that
will be eventually to the point that we get and how we interact with our customers. Right
now, we're very much relationship-oriented with our vendors. It's kind of like a marriage;
when we decide that we are going to get into a business partnership with one of our
vendors, it's for the long haul. It's for a long time. It's usually not a one-off thing and then
we're done. We're very, very selective about that. Not that we'll be selective with our
customers, but I think we'll be more oriented to figuring out how to build the relationship
with our customers, getting closer on a wider scale.
L:What one company do you think is really doing social media well, and why?
C: The company that I think probably did social media the best recently was during the BP
oil spill because they got out in front of it. They have their dedicated YouTube channel.
They said, "Tell us what your concerns are." And they gave you every channel that you
could possibly want. And they solicited that feedback. They asked for it. And they knew it
was going to be negative. Nobody was happy, but they got ahead of it. Before the
conversation-and
the conversation was already starting-but before the conversation got
to this point where they were just reacting to it, they became the ones to engage the people
on the social media as one of their ways to engage. They had BOO-numbers and all this
other stuff, too. That was a really remarkable and smart thing to do. Then they could post
their own videos and not just depend on news networks to post videos on what they were
doing to take care of their mess. And they took ownership of it. And they wanted to have
the conversation. And they got it. In any kind of customer service you're just--talking about
good customer service-if the customer is angry, you don't want to avoid the customer.
You want to talk to the customer. Listen to why they're angry. Understand. Tell them how
you're going to fix it. Make it right. And they used social media to do that and they did it in a
proactive way. That was highly impressive.
L:Any final comments?
C: This is such an exciting topic because there is just so much confusion around it. You look
at Facebook and their approach to business. I was doing a couple research briefs last year
about Facebook and their advertising model and Places. It seemed to me that, through my
research I was finding, Facebook doesn't care about the large corporations as much as the
ad agencies care about large corporations. The people who do a lot of our marketing were
pushing us to Facebook, but Facebook seemed like they were much more focused on using
their business intelligence that they get from user-volunteered profiles. I change my status
from single to engaged and then, all of a sudden, Bob's jewelry store from my local town
pops up inan ad. He can afford that. He doesn't want anything fancy. And that's what
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Facebook wants. The corporations want control over this and they want to make it all fancy
and Facebook said, "No, we're Facebook; we do what we want. You can have a page for that,
but you're not going to put it on someone's profile feed." So, it's interesting the dynamics of
how the whole market of social media is evolving-just fromt eh business of it. You look at
these platforms that are developing the social media. The other thing I think is really
interesting is: eventually somebody-and there are companies that are doing this today;
nothing's really taken hold-but there's going to be someone who aggregates it all. So
instead of me having to check my Twitter. And check my Facebook. Upload my photo to
Twitter and also upload it to Facebook and then go to Digg and check on this and go over to
that and see what's happening on Flickr. There's going to be an aggregation of it to where I
update one status and it goes to everything. I don't think it's necessarily going to
consolidate any time soon because of the different flavors that people like and people are
expecting. Once that happens, that might help businesses get their arms around it better on
how do you engage? Because if I have to check 20 different things every day, that is a fulltime job. I can see why businesses would be very hesitant to engage because it's a lot of
work. Are we prepared to do it? And what's the value of that? Is there a w<!yto measure the
return on that investment of having the three dedicated full-time people just managing
your Twitter feeds and all these websites? That's hard to measure. It's hard to measure the
value proposition of managing the conversation on social media.
D: It's interesting with the aggregator concept because, if people started to use that to put
out the same exact message to every channel, then some channels might go down just
because people don't want to see the same exact thing on Facebook, Twitter, their personal
blog.
C:To some degree you can. I can update my Twitter and it will forward it to my Facebook,
but it's too much. It's too much for me to keep track of all these different things. Personally,
it's, like, screw it all.
L: I've used Twitter, but then I jump off of it because it uses too much of my time. I'm on
Twitter all the time for a week. What did I get done this week? I think the channels will
differentiate and have different purposes, becoming more distinct.
C:As long as it's just easier for me to do it. Some of my friends are like, "Why do I need to
know what you're doing all the time?" Well, if you can't say it in 140 characters or less, I
don't need to know about it. So then that begins to speak to our culture of constantly
connected and the counter culture of constantly-connected. We also start to talk about
information overload. We can only pay attention to one thing at a time. That's it. And if
you've got two streams of information coming in, then one thing that you're doing is going
on automatic pilot while you're paying attention. Now you may flip between the two things
and do multitasking. In this generation, the multitasker doesn't exist. It's just a series of
interruptions, really. If you're getting all this information constantly, and this information
overload, and you're trying to do several things and you're not doing any of them well.
Studies show that's true: if you try to do more than one thing, you're not doing anything
well. So, is there a point where all this begins to turn, where we say, "Yeah, we can do it, but
should we?" And then how, when that happens, will it affect social media channels. My final
thought is that: it's just a big, sloppy mess. That's my professional opinion.
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Appendix C
Social Media Data
McDonald's

Dell
# Fans
# Company Posts
# Fan Posts
# Company

Responses to Fan Post

# Fan Comments
#Company
Comment

to Company Post

Starbucks

492,629

7,593,005

13

8

o

o

o

o

446

1,908

9

0

20,276,966

Responses to Fan
on Company Post

0.020179372

0

# Followers

4,749

111,401

1,347,542

# Followed

255

9,408

79,507

123

114

8

14

55

78

Comment-Response

Ratio

# Company Tweets
# Retweets by Company
# Company Replies to Mentions

